NORTH 40 SPECIFIC PLAN

Advisory Committee
Meeting #4

August 4, 2011

rrm group Iii

creating environments people enjoy”®



Introductions/Welcme

Process

Market Study Update

Concept Plan Brainstorming Exercise

A North 40 Land Use and Product Examples

A H a n 0 Exercise
A Present Ideas

}  NextSteps

—_ e d




Project Process

B ACKGRUOUND

Vasona Los Gatos m General
Light Rail Boulevard| North 40 Plan

Element Plan Specific Plan Update G\TE PLANNING
—
1994 1997 1999 2010 \\/
(Updated 2000)

MARKET 5TUPY

REFINEMENTS




MARKET STUDY UPDATE

rrmocsiongroup iii
creating environments people enjoy”®



Market Study & Business Strategies

Presentation Overview

AMlarket Study
A Purpose

A Study elements:
o Market Assessment
o Retail Attraction / Leakage Study

o Opportunities / Strategies

ANext Steps

DRAFT
Market Study & Business Opportunities Assessment

Town ofLos Gatos
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Market Study & Business Strategies

Market Assessment
A Retail Trade Area (RTA)

Figure 2: Retail Trade Area
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Market Study & Business Strategies

Table 3: Population Trends, 2000-2010

Market Assessment

1 Demographics
A Population

p2

Employment Trends

p2

Household Characteristics

Avg. Annual

% Change

Geography 2000 2010 2000-2010
Town of Los Gatos 28,592 29,413 0.3%
Retail Trade Area (a) 575,582 606,056 0.5%
Santa Clara County 1,682,585 1,781,642 0.6%
9-County Bay Area (b) 6,783,760 7,150,739 0.5%

Table 6: Income, 2010

Median
Household Per Capita
Geography Income Income
Town of Los Gatos $115,371 $64,227
Retail Trade Area (a) $94,264 $45,613
Santa Clara County $90,581 $39,549
9-County Bay Area (b) $78,981 $38,282

Notes:

(a) See Figure 2 for definition of the Retail Trade Area.
(b) The Bay Area consists of the Counties of Alameda, Contra Costa,
Marin, Napa, San Francisco, San Mateo, Santa Clara, Solano, and

Sonoma.

Sources: U.S. Census, 2000 & 2010; BAE, 2011.

Notes:

(a) See Figure 2 for definition of the Retail Trade Area.
(b) The Bay Area consists of the Counties of Alameda,
Contra Costa, Marin, Napa, San Francisco, San Mateo, Santa

Clara, Solano, and Sonoma.

Sources: Claritas, 2010; BAE, 2011.
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Market Assessment
} Los Gatos Retail/Commercial Figure 6: Los Gatos Retail Districts
Districts
A Downtown
A Los Gatos Boulevard

A Neighborhood Commercial
Centers
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Retail Attraction / Leakage Study

A Sales Trends Figure 11: Los Gatos and District Taxable Retail Sales Trends,
o Downtown 2008-2010
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Market Study & Business Strategies

Figure 3: Office/Hotel/Meeting Space Market Area

Office Assessment
A Inventory
A Market Trends
A Demand




Market Study & Business Strategies

A Hotel + Meeting Space Assessment
A Inventory
A LG Hotel Characteristics
A Demand
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Market Study & Business Strategies

Opportunities / Strategies
A Overview

Retail Development Opportunities

o Large Format Retail (Destination Retail: Flagship, Major, Anchor)
o Specialty Food (Destination Retail-lime)

o Formula Retail (Destination Retail:-lme, Flagship, Major, Anchor)
o Neighborhood Commercial (Neighborhood Retailife)

o Theaters/Entertainment




Market Study & Business Strategies

Opportunities / Strategies

Retail Development Strategies
1. Encouraging Synergy with Downtown and other retail centers.

A Reinforce Downtownédés role as com

A Branding and identity for LG shopping districts
A Coordinated market campaign
A Enhance Downtown merchant vitality programs

A Provide shuttle and/or
and Downtown




Market Study & Business Strategies

Opportunities / Strategies
Retail Development Strateqgies

2. Promote New Retailers that will provide missing services and goods. capture existing
sales leakage at the N40 to Generate More Sales Tax for Town.

A Avoid fAtax shifti ng oetail Dosvmown te Nastlt40t i on o f

A Environmental Benefits enabling residents to decrease drive times for missing goods /
services.

A Plan for adequate floor plates and placement of new retailer that meet these demand nee:
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Opportunities / Strategies
Office Development Opportunities

o New CI| as si Targebed 10 Large ar 8ingle users, Multitenant
Space, or Office Space Packaged




Market Study & Business Strategies

Opportunities / Strategies

Office Development Strategies
1. Promote New Office Space to Expand town Inventory.

2. Pursue Concept of a Los Gatos dl nni
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Market Study & Business Strategies

Opportunities / Strategies Moving Forward
Hotel + Meeting Space Development Opportunities/ Strategies

1. Permit a new Higkend Hotel/Lodging Use at the North 40.

www.toddweddings.com
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Next Steps
A Prioritizing Opportunities

Criteria:
1.General Plan Consistency
2 Market Feasibilityy Demand

3.Complementary to Downtown

4 Economic Vitalityi jobs, marketing, &
business recruitment and retention

5. Environmental Sustainability

6.Fiscal Impacts




